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Abstract 
This article covers the following problematic issue: how to predict uncertainties modelling the brand vulnerability? In order to 
solve the problematic issue a method of brand vulnerability prediction is substantiated theoretically also the empirical methods 
assisting in implementing them are identified. After carrying out the empirical method based on the Lithuanian market of mass 
cosmetic products uncertainties modelling brand vulnerability in the mentioned market for the year of 2020 are identified 
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1. Introduction 
The modern brands are acting in the external environment, which globally is characterized as a misbalanced one 
due to economic, political, financial, ecological and demographical disequilibrium. The recent drivers of the external 
environment variations condition uncertainties of a local market branch. Uncertainty is the essential dimension 
characterising the modern outside environment (Oreja-RodrÕ´guez, Yanes-Este´vez, 2007; Ebrahimi, 2000), which 
defines the ambiguity of the results of different organisation activities carried out in the context of unpredictable 
situations when lacking relevant information (Herzig and Jimmieson, 2006; Ebrahimi, 2000; Wilson, 2009).  
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In scientific works, uncertainty has been associated with concepts of risk (Birkmann, 2006) and vulnerability 
(Cardona, 2004). Conceptual presumptions of the vulnerability and risks allow us stating that strategic solutions of 
the brand management, without considering the future tendencies and their influence to brand, potentially model a 
risk of brand.  
After analysing the concepts of risk and vulnerability, it can be concluded that risk emerges in cases where each 
action leads to one of a set of possible specific negative outcomes, each outcome occurring with a known 
probability. Object (or system) vulnerability is a prerequisite for the emergence of risk (Cardona, 2004). In 
interdisciplinary context, vulnerability can be described as an internal negative property of a subject/object/system of 
not being able to maintain the welfare.  Object/subject/system vulnerability forms in the context of uncertainty of the 
outside environment, and that becomes basis for risk emergence (Vainauskiene, Vaitkiene, 2013). Meanwhile, brand 
turns into property of vulnerability of an organisation when one or every brand equity constituent is being affected 
by outside environment uncertainties in a way that consumer loyalty for the brand cannot be formed and/or weakens. 
Based on the previously set our suppositions that a brand vulnerability expresses via a structure of a consumer brand 
value which sensitiveness and not-protection allow external environment factors, referred to consumers and 
competitors, potentially negatively influence a loyalty of  consumers towards brand.  
A brand risk concept had been developed in the scientific brand-modelling literature just recently, by stipulating 
specific risk types of brand and seeking to integrate them into a strategic brand management process (Abrahams, 
2008). The development of a brand risk concept may be called fragmental and not-fulfilled, since it is not estimated 
that the presumption of risk modelling is the vulnerability, moreover, the tool of strategic management, adapted to 
proactive reaction towards the brand vulnerability is not offered and in this way minimizing a risk of brand to be 
faced in the future. Thus this article covers the following problematic issue: how to predict brand vulnerability? In 
order to answer the problematic issue the case of the Lithuanian market of mass cosmetic products had been 
selected.   
Objective of the research: to ground methodology of prediction of the brand vulnerability and to test it in the 
Lithuanian market of mass cosmetic products.  
Methods of the research: systematic analysis of scientific literature, comparative analysis, expert evaluation while 
applying semi-structurized interview and survey in writing methods. 
2. Method 
In the scientific literature, analysing the prediction of the future vulnerabilities, three approaches of prediction of 
vulnerabilities are identified: modern La prospective2, intuitive logics’ and heuristic. The modern La prospective 
methodology allows predicting brand vulnerability by consistency and continuity of the following activities while 
applying specific methods and technologies: (a) the search of the general external variations by mean of structural 
analysis; (b) analysis of strategic guidelines and objectives of participants of the external market using Mactor 
software package and (c) identification of the general future uncertainties by applying an expert survey method, 
Cross-Impact Matrices and Systems technology (Godet, 2000). While applying the approach of the methodological 
vulnerability foresight based on the intuitive logic, the vulnerability is predicted (a) by mean of PESTE analysis 
while identifying the driving forces; (b) identifying general external factors in a local external environment by 
applying Porter's five forces method  and (c) grouping them according to the uncertainty and importance (Shwartz, 
1996). Meanwhile the heuristic approach of the vulnerability foresight, which is a branch of intuitive approach, the 
prediction of vulnerability groups into (a) identification of basic concerns; (b) identification of basic tendencies and 
(c) highlighting of essential uncertainties. It is important to highlight that the heuristic approach does not offer 
specific implementation methods of the mentioned stages, but the provisions stipulate which aspects shall be 
considered within every stage of the uncertainty prediction. The methodological approach of La prospective may be 
assigned to the objective ontology and the heuristic methodological approach – subjective ontology. Meanwhile the 
 
 
2 Godet (2000)  does not recommend translating the mentioned term since there is no equivalent to it, which could mean the actual meaning. 
Pursuant to (2000) the closest  La prospective meaning of this term is the completeness of foresight and proactivity. 
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intuitive methodological approach may be characterized as featuring with both, objective and subjective, features. 
The intuitive vulnerability foresight approach had been selected for developing the methodology of brand 
vulnerability scenarios since it integrates ontological presumptions of objectiveness and subjectiveness.    
(1) Identification of tendencies of a local market branch, potentially conditioning the vulnerability of brand.  
According to Doyle’s (2000) market forces’ model, causing a life cycle of a brand, it may be stated that the 
tendencies modelling brand vulnerability may be grouped into groups of competitors and consumers.  The expert 
evaluation is offered for the implementation of a later stage, which is implemented while applying a semi-
structurised interview method. The outcome of this brand vulnerability foresight methodology stage is – identified 
tendencies, which potentially can model the brand vulnerability in the future. However, not all the identified 
tendencies can be evaluated as future uncertainties. Thus the identification of the uncertainty level of the stipulated 
tendencies should be the final stage of a brand vulnerability foresight method. (2) Establishment of the uncertainty 
level of the identified tendencies. Pursuant to Courtney (2003) the external uncertainties can be divided into four 
levels: I) it is possible to foreseen the development of a tendency immediately and to make proactive solutions; II) it 
is possible to name a limited number of the results caused by a tendency, out of which one is the case; III) it is 
possible to name various potential results of a tendency; IV) it is impossible to name potential results of a tendency. 
Thus the first uncertainty level includes the tendencies, which are definitions the organization has sufficient 
information about, in order to make the efficient brand management solutions. Meanwhile the tendencies assigned to 
the fourth uncertainty level are the future definitions, which will model brand vulnerability and which shall be 
proactively reacted to. In order to assign the tendencies stipulated in the first stage to one of the four provided levels 
of uncertainty, the expert evaluation is offered which is implemented while applying a survey in-writing method. 
In order to foreseen the vulnerability of brands of the Lithuanian mass cosmetic products in 2020, a group of 
experts that participated in the empiric study was made from the employees of five organizations operating and 
manufacturing, distributing and allocating mass cosmetic products in Lithuania. The admission of the strategic brand 
management solutions is impossible without a constant market scanning. Thus the presumption within the 
methodology of the analysis that employees making the strategic brand management solutions can provide qualified 
information also on the future external tendencies is made.  Hence, the experts were applied with selective criterion 
– admission of the strategic brand management solutions.  
The Lithuanian cosmetic market tendencies for the year of 2020 are identified by mean of semi-structurized 
interview directly with an individual expert. Having completed the interview and after transcripting them, the initial 
data are analysed using a qualitative data analysis software package Atlas.ti 20. The possibilities of this program 
allowed structurizing transcripts of interview, identifying essential text pieces, coding them in the interdependent 
significant categories, which reflect future tendencies of the Lithuanian market of mass cosmetic product sector in 
2020, finding links between the tendencies and drawing links connecting the chains.  
The uncertainty level of the identified tendencies is established by mean of the survey in writing between expert, 
asking to assign each tendency to one of the four uncertainty levels (see Table 1). The obtained data are processed 
using Microsoft Office Excel 2010 by establishing the frequency of tendency attribution to each of uncertainty level. 
3. Results 
Having analysed the initial data obtained from the interview of experts it is obvious that the vulnerability of the 
Lithuanian mass cosmetic product brands is potentially modelled by 49 tendencies, which may be grouped into the 
groups of tendencies of competitiveness, customers’ needs and habits, customers’ characteristics, making decision to 
buy, distribution channels and suppliers.   
After analysing the summarized results of experts' survey it may be stated that the experts with one accord agreed 
on the uncertainty level of 26 tendencies, meanwhile attribution of other tendencies to one of the uncertainty levels 
was disagreed, thus the succeeding empirical studies are required in order to evaluate their uncertainty level.   
The summarized results of this study revealed that in experts' opinion the vulnerability of the Lithuanian mass 
cosmetic product brands in 2020 will potentially be modelled by 26 tendencies, where two are named as the highest 
future uncertainties (see Table 1). 
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Table 1. Uncertainties which will model the vulnerability of the Lithuanian mass cosmetic product brands in 2020 
1st uncertainty level. Tendencies with sufficiently clear development future: it is possible to predict the development of a 
tendency immediately and make proactive solutions. 
1. Competitiveness via scale economics 
2. Competitiveness via pseudo-ecology 
3. Demand for efficient cosmetic products 
4. Demand for good emotions, related to the consumption of cosmetic products 
5. Demand for cosmetic products, assuring both, youth and beauty 
6. Demand to moisten skin 
2nd uncertainty level. Alternative futures: it is possible to name a limited number of results caused by a tendency, where one 
is the case. 
7. Competitiveness via anti-aging cosmetic products 
8. Competitiveness via innovations 
9. Competitiveness via consumers’ consultancy (for instance, on social networks, in-stores) 
10. Competitiveness via ‘premiumization’. 
11. Strengthening of pharmacy chain positions (as a competitor’s) 
12. Demand for healthy life 
13. Demand for professional consultancies regarding a cosmetic product 
3rd uncertainty level. Wide spectrum of possible futures: it is possible to name various possible results of a tendency. 
14. Competitiveness via co-branding 
15. Demand for plastic surgery, injections 
16. Transfer from massive to niche-manner cosmetic product 
17. Inertness of use of the cosmetic products of men segment 
18. Advises of experts will influence a decision to buy a cosmetic product 
19. A decision to buy will be influenced by a package of a cosmetic product 
20. Consumers do not believe in advertisement 
21. Cannot read ingredients 
22. Popularity of e-stores as a channel of distribution of mass cosmetic products 
23. Entrance of global cosmetic distribution chains in the Lithuanian market of mass cosmetic products 
24. Popularity of specialized mass cosmetic product in-stores 
4th uncertainty level. Absolute ambiguity / uncertainty: it is impossible to name possible results of a tendency. 
25. Competitiveness while identifying cosmetic products with plastic surgery 
26. Decrease of competitiveness among suppliers 
 
Having drawn the networks reflecting links of the external tendencies it is obvious that the highlighted tendencies 
influence each other. Thus the uncertainty tendencies defined in the 1st, 2nd and 3rd levels directly or indirectly 
influence the highlighted uncertainties. 
4. Discussion 
Having theoretically based stages of a brand vulnerability prediction methodology, selected essential and 
appropriate methods for implementation of stages and carried out the empiric analysis based on the case of the 
Lithuanian market of mass cosmetic products it may be stated that the selected intuitive approach, stages of 
uncertainty prediction modelling the brand vulnerability and empirical methods are appropriate since they allowed 
identifying uncertainties modelling the vulnerability of the Lithuanian mass cosmetic brands. However, after 
summarizing the results of this study it is clear that the uncertainties modelling the vulnerability of the Lithuanian 
mass cosmetic product brands can be assigned not only to the groups of the competitors and consumers (according 
to Courtney, 2003), but also to the uncertainty groups of making decision to buy, distribution channels and 
suppliers. The later result of this study allows stating that it is more advisable to ground the first stage of the 
uncertainties modelling brand vulnerability using not Doyle’s (2000) market forces’ model, but with regard to brand 
ecosystem. 
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The results obtained after the empirical analysis can be estimated as exploratory and more comprehensive 
analysis is required in the future. 
 
This research was funded by a grant (No. MIP-102/2012) from the Research Council of Lithuania 
References 
Abrahams, D. (2008). Brand Risk: Adding Risk Literacy to Brand Management. Gower Pub Co. 
Becker, H., S. (1989). Developing and using scenarios – assisting business decisions. The Journal of Business and Industrial Marketing, 4, 61-70.  
Birkmann, J. (2006). Measuring vulnerability to promote disaster-resilient societies: Conceptual frameworks and definitions, Measuring 
Vulnerability to Natural Hazards: Towards Disaster Resilient Societies. Tokyo: United Nations University Press, 9-54. 
Cardona, O. D (2004). The Nee d for Rethinking the Concept of Vulnerability and Risk from a Holistic Perspective: A Necessary Review and 
Criticism for Effective Risk Management. Mapping Vulnerability– Disasters, Development, and People, Eartscan, p. 37 – 51. 
Courtney, H. 2003. Decision-Driven Scenarios For Assessing Four Levels Of Uncertainty. Strategy & Leadership, 31, 14-22.  
Dahlen, M., Granlund, A., Grenros, M. (2009). The consumer-perceived value of non-traditional media: effects of brand reputation, 
appropriateness and expense. Journal of Consumer Marketing, 26, 155-163. 
Doyle, P. (2000). Marketing Management And Strategy (4ed Edition). Harlow: Financial Times Prentice Hall. 
Downing, T. E., and Baker, K. (2000). Drought discourse and vulnerability. In D. A. Wilhite, Drought: a global assessment. Routledge, London, 
UK.  
Ebrahami, P. B. (2000). Perceived Strategic Uncertainty and Environmental Scanning Behavior of Hong Kong Chinese Executives. Journal of 
Business Research, 49, 67-77. 
Godet, M. (2000). The Art Of Scenarios And Strategic Planning: Tools And Pitfalls. Technological Forecasting And Social Change, 65, 3-22.  
Herzig, S., E., Jimmieson, N. L. (2006). Middle managers’ uncertainty management during organizational change. Leadership & Organization 
Development Journal, 27, 628-645. 
Kapferer, J. N. (2012). The New Strategic Brand Management: Advanced Insights & Strategic Thinking (5th Edition). London: Kogan Page. 
Logman, M. 2007. Logical brand management in a dynamic context of growth and innovation. Journal of Product & Brand Management, 16, 
257-268.  
Martinez, E., Chernatony, D. (2004). The effect of brand extension strategies upon brand image. Journal of Consumer Marketing, 21, 39-50.  
Money, K., Gardiner, L. (2005). Reputational management: ignore at your own peril. Handbook of business strategy, 6, 43-46.  
Oreja- RodrÕ´guez, J., R., Yanes-Este´vez, V. (2007). Perceived environmental uncertainty in tourism: A new approach using the Rasch model. 
Tourism Management, 28, 1450–1463.  
Ratcliffe, J., Krawczyk, E. 2011. Imagineering City Futures: The Use Of Prospective Through Scenarios In Urban Planning. Futures, 43, 642-653.  
Ringland, G., Young, L. (2006). Scenarios in Marketing. From Vision to Decision. John Wiley & Sons Ltd. 
Saurin R., Ractliffe, J., Puybaraud, M. 2008. Tomorrow’s Workplace:A Futures Approach Using Prospective Through Scenarios. Journal Of 
Corporate Real Estate, 10, 243-261.  
Schoemaker, P. J. H. (1995). Scenario Planning: A Tool For Strategic Thinking. Sloan Management Review, 36, 25-40.  
Schwab, P., Cerutti, F., von Reibnitz, U., H. (2003). Foresight – using scenarios to shape he future of agricultural research. Foresight, 5, 55-61.  
Shwartz, P. (1996). The Art Of The Long View: Planning For The Future In An Uncertain World. Currency Doubleday. 
Vainauskienơ, V., Vaitkienơ R. (2012). Brand Vulnerability: Concept And Influencing Factors. Social sciences, 4, 65-74. 
Vainauskienơ, V., Vaitkienơ R. (2012).  Integration of brand vulnerability scenarios planning into brand management process. Economics and 
management, 18, 553-561.  
Vatsa, K. S. (2004). Risk, Vulnerability, and Asset-based Approach to Disaster Risk Management. International Journal of Sociology and Social 
Policy, 24, 1-48.  
Wilson, M., C. (2009). Creativity, probability and uncertainty. Journal of Economic Methodology, 16, 45-56.  
Wisner, B., Blaikie, P., Canon, T., Davis, I. (2003). At Risk: natural hazards, people’s vulnerability and disasters. Routledge: London. 
 
